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面对的市场进行细分，运用 SWOT 分析法对阿里山建材市场进行定位。 
第四部分 阿里山建材市场的营销策略分析。运用 4C’s 营销理论、整合营
销沟通（IMC）理论对阿里山建材市场的营销策略进行分析。 
 































Alishan construction material market is one of the pioneers of construction 
material sales markets in Xiamen region. It attracted a lot of construction material 
brand to open branches or exhibition halls there. Business was very prospering due 
to few competitors before 2005. However, Alishan construction material market is 
presently facing with fierce competition from the rivals and crisis of diminishing 
customers. 
Under this difficult dilemma, Alishan construction material market needs to 
adopt new strategy for new challenges and problems caused from market change.  
This article studies Alishan’s marketing strategy, applying with 4C’s marketing 
theory. It analyzes the construction material market in Xiamen region and advises 
how Alishan construction material market could successfully step out of difficulties 
and prosper again. 
The article consists of 4 parts: 
Introduction indicates the train of thoughts of this article. 
Part I: Introduce of background, study meaning and method.  
Part II: Competition status analysis of Alishan construction material market. It 
describes the situation of construction material industry in Xiamen region and also 
analyzes the competition status by using Porter’s 5 Forces. 
Part III:Marketing segment and Position of Alishan construction material market. 
It segments the market that Alishan construction material market is facing and also 
positions Alishan market by using SWOT method. 
Part IV:Alishan construction material market’s marketing strategy analysis. It 
analyzes Alishan’s marketing strategy by using 4C’s and IMC theory, and raises 
action plan for the problems. 
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第一章  绪论 
本章将着重介绍本文的研究背景，研究目的及研究的思路。 







房置业，岛内房价也迅速飞涨，在 2007 年厦门岛内房价位居全国第三。在 2000







































































第一节  建材市场背景分析 
















2、初始发展阶段（20 世纪 90 年代前期） 
1992 年，在确立市场经济模式后，建材产品指令性计划全部取消，价格双
                                                        




















3、快速发展阶段（20 世纪 90 年代中后期） 






































2004 年 10 月，中国建材高能工业协会制定了星级建材市场条件，在全国
范围内开展创建星级市场活动；2005 年 10 月 1 日，商务部颁发《招商制建材
家居市场建设及管理技术规范》标志我国建材市场进入了改造提升及创新阶段。
到目前为止，全国各类建材市场大约有 4000 多个，其中具有规模（三万平方米








装修工程总额接近 8000 亿人民币，其中家装 5000 亿、工装 3000 亿左右。全国
各类建材市场大约有 4000 多个，其中具有规模（三万平方米以上）的建材市场
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